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Come with us to Saronno, 
where the legend began. 



Amaretto di SaronnaThe Original. 




















OilIlillIHil 












TIOPEPE 

A perfect Aperitif. 
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J What cars should be is whaftabbhs have always been. 
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IfThe joy ride’s ending 
ar buyers 
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THE SCHENLEY AWARDS 
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ANNOUNCING THE ROVER 3500 








































































CARS PEOP£ SWEAR BY. 
NOT AT. 

X-rated words. Volvo owners. feature anyone could want. seeking the ultimate mark of quality in an 

If that’s what you have to say about the In fact, statistics show that 9 out of 10 There’s also the Volvo GT which gives automobile; hand craftsmanship, 
last new car you bought, you’re not alone, people who buy new Volvos are happy. many performance cars costing thousands Whichever model you select, you’ll be 


More and more people today are thinking And this year happii_ 

less and less of the way new cars are made, forms than ever before. From Volvok af- 

But there’s one group of peo 
still talk about then- 
cars without using 


getting the quality, comfort and safety 
that make Volvo something quite uncom¬ 
mon in this day and age. A car thatk a 
blessing instead of a curse. VO t,vo 
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Addison Cadillac 
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Canadian confidence is 
s 878,512jOOO completed 
in Canadian markets last year, 
on behalf of our individual 
investors. 







GrandMacnish 


thekindred spirit 

a living blend of 
the finest, smoothest 
. scotch whiskies 
I ...since 1863. 

























































The oil companies may 
deserve what they get 



EXPORT GAS: Sell some now, so the 
producers can go out and find more 
















































The spirit of Kanata. 

It began over400years ago. 


U) (Ml t is widely held that the first 
fe|l |Ail word spoken to Jacques 
Em u3 Cartier by the Algonquins 
[rig w«| w hen he stepped ashore 
at New Fiance in 1532 was “Cantata” 
meaning “Welcomed 

Many believe that in this word, and 
a similar one “Kanata” lie the origins 
of our country’s name. And it is a pleas¬ 
ant notion indeed to think that the 
original meaning of Canada was an ex¬ 
pression of hospitality. 

Which is why we at Melchers chose 
the name ‘Kanata’ for our fine new 



liqueur. You see, Kanata is a truly Cana¬ 
dian liqueur, because it is based on fine 
Canadian rye 



Canadian rye whisky a world-wide 
reputation for excellence. Our master 
distillers start with well-aged rye 
whisky which is meticulously blended 
with a connoisseur’s collection of 
rare and natural flavours. The result is a 
classic liqueur with a special char¬ 
acter only this country could produce. 

Kanata. 

Each time you serve it, you’ll 
be carrying on the Canadian tradition of 
hospitality that began over four cen¬ 
turies ago, and flourishes today. 

Kanata 

An original whisky liqueur. 












Today, almost a third of your electricity comes from uranium. Its importance is growing. 

New cities, new families, growing Studies over the past 10 years show the As energy prices rise, Ontario’s nuclear When practical and affordable new 

industries and a need for more transportation CANDU system to be one of the most efficient program should prove an even better sources are developed, we’ll be —* u 



In the future, electricity will become even 
more vital as it shoulders some of the burden 



Ontario is fortunate. It is rich in natural 
uranium. And Ontario Hydro has the expertise 
and experience to turn it into electricity. 


nuclear generating systems in the world. investment. And it helps make us self-sufficient best use of them to meet Ontario’s elec- 

Today, uranium produces almost a third for the electricity that is so vital to our economy tricity needs, 

of the electricity we need in Ontario. By 1990, it and way of life. Even so, we can’t For more information, write to Ontario 

could supply about half. afford to waste our resources. %, Hydro, Dept. H10 F6,700 University Ave„ 

Nuclear generation in Ontario produces By using electricity wisely we can \ Toronto, Ontario, M5G1X6. 
electricity at about 40% less cost than generating save valuable energy and help reduce 

stations using fossil fuels. the need for new generating facilities. .. . 

This has helped keep our electricity rates White nuclear may not be the final Electricity-when you 

among the lowest in the world. answer, it is an important bridge in time. need it, we’re there. 
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Gordon Sinclair 

STRIKES AGAIN! 


One more test for 
the boat people si 

TsSSSSsas -SsiiHSS 
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This 2-letter French word may well be 
the most successful (if not the only) 2-letter 
marketing strategy in the annals of advertising. 

This simple, yet eloquent “le” has 
put Renault’s “Le Car” happily 
in the car-buying public’s 
consciousness. It positions; it 
defines; and for the media-inundated 
consumer, provides an easy, 
memorable handle. Usually it takes many more 
letters and many more words to do all this. 

Happily our little “le” has put across the 
fact that we are die car company of France. 

You can’t blame us for sighing “Vive le ‘le’!” 



Another 2 -letter French word. We believe 
this one laconically sums up our business 
philosophy yet is as eloquent as our “le” in 
indicating how we organise for future growth. 

For that simple “et” expresses the agree¬ 
ments we’ve recently signed with three great 
corporations. That “et” in effect ■pp|SnP r 1 
proclaims our growth policy of co- jKoxaSpo^noifl 
operation for mutual benefit; ■P - ** 
it says that we will work together i 

to achieve our independent goals.^"SPHtr jj 
Finally, that little “et” says 
we’re not a “take-over” company, but rather, a 
“work-with” company. And so we sigh “ ‘Et’. Bien.” 



RENAULT 


RENAULT 









Star quality 

Reach for the Star. Seagram’s Five Star. 


It costs a lot to put down a floor 
so it pays to keep it up. 



.CANADA’S LARGEST CLEANING CONTRACTOR. 












The sound 
of silence 
on a disc 


Bits of 
moon tell 
the story 
of earth 





Here comes 
number one. 








TV brings 
out native 
aggression 


IF WE WERE IN 
YOUR SHOES... 












AMPHORA 

E|g|' 




LOOKOUT FORNUMBER ONE 

MORE MEN SMOKE IT THAN ANY OTHER 




If a 

Scotsman 
swallows 
his pride... 


it’s Bell’s. 

The largest 
selling whisky 
in Scotland. 


Horror on the beach: 
echoes of a massacre 
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Available 
at more than 
60 Holiday Inn 
Hotels across 
Canada. 
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25% Off Weekends 

At Holiday Inn,we’ll give you a pleasing break 
on the cost of a weekend away from nome. 





Numberone in people pleasing. 

s required. Weekend Special must be requested. Subject to availability. Available Fri.,: 
incl. Excludes ski properties from Dec. 15/79-April 1/80, special events, groups and c 
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Aveiy 

surprising 

lye 


Mclcliers 
VERY MILD 

Surprisingly smooth. 
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It happens every night 
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emphasize the latent fear and I 
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Stare at this picture for fifteen seconds. 
Now name the rye. 

The first thingyou notice muchHike^velvet. Did you^ 



























































RARE 


RARE 


RARE 


RARE 


Rare taste. It’s made 
J&.B famous around the 
world for over a 
hundred years and the 
most popular Scotch 
in North America today. 
Seek it. 

n 

Rare Scotch 



